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ABSTRACT 
 
The research of mobile marketing services is still at the early stage and the reason to 
explain the acceptance as well as the understanding of the actual usage level of mobile 
marketing services still remains unclear. To investigate this issue, this study has 
examined the acceptance of mobile marketing services by measuring the consumer‟s 
intention and actual usage of mobile marketing services. Grounded by the Decomposed 
Theory of Planned Behaviour (DTPB), this study proposes a framework by decomposing 
attitude, subjective norm, perceived behavioural control and perceived risk. A total of 
334 full-time university students from four public universities in the Northern Region, 
Malaysia have participated in this study. Data for all the study variables have been 
collected through self-administered survey questionnaires. Structural Equation Modeling 
(SEM) is the main statistical technique used in this study. The study has shown that the 
level of the actual usage is at the lower level. The study also reveals that all the main 
beliefs (attitude, subjective norm, perceived behavioural control and perceived risk) are 
found to have significant effect on consumer‟s intention to use mobile marketing 
services. With regard to antecedents‟ effect on the main beliefs, there are only four 
factors which are found insignificant namely perceived ease of use, personal 
innovativeness, media and technology facilitating condition. Whereas, another ten 
antecedent factors significantly influence the main beliefs. Overall, the results indicate 
that the model provides a good understanding of the factors that influence intention to use 
and the actual usage of mobile marketing services. As predicted, decomposition of the 
main beliefs provides more specific factors that influence the behaviour. Based on the 
findings, the theoretical and practical implications of the study as well as limitations and 
suggestions for future studies are also discussed.  
 
Keywords: Decomposed Theory of Planned Behaviour, Mobile marketing services, 
Acceptance, Perceived risk, Actual use. 
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ABSTRAK 
 
Kajian mengenai perkhidmatan pemasaran telefon mudah alih adalah masih di peringkat 
awal dan sebab untuk menjelaskan penerimaan serta kefahaman tentang tahap 
penggunaan sebenar perkhidmatan pemasaran telefon mudah alih masih tidak jelas. 
Untuk mengkaji isu ini, kajian ini mengkaji penerimaan perkhidmatan pemasaran telefon 
mudah alih dengan mengukur niat pengguna dan penggunaan sebenar perkhidmatan 
pemasaran telefon mudah alih. Didokong oleh Teori Penguraian Gelagat Terancang 
(DTPB), kajian ini mencadangkan satu rangka kerja dengan menguraikan sikap, norma 
subjektif, kawalan gelagat ditanggap dan  risiko ditanggap. Seramai 334 orang pelajar 
universiti sepenuh masa dari empat buah universiti awam di Wilayah Utara, Malaysia 
telah mengambil bahagian dalam kajian ini. Data untuk semua pembolehubah kajian telah 
diperolehi melalui bancian soalselidik kendiri. Pemodelan Persamaan Berstruktur 
(Structural Equation Modeling-SEM) adalah teknik statistik utama yang digunakan dalam 
kajian ini. Dapatan kajian ini menunjukkan tahap penggunaan sebenar berada pada tahap 
yang rendah. Kajian ini juga mendapati bahawa semua kepercayaan utama (sikap, 
kawalan gelagat ditanggap, norma subjektif dan risiko ditanggap) mempunyai kesan 
signifikan ke atas niat pengguna untuk menggunakan perkhidmatan pemasaran telefon 
mudah alih. Berdasarkan kesan faktor-faktor penentu terhadap kepercayaan utama, 
terdapat hanya empat faktor  yang didapati tidak signifikan iaitu kemudahan penggunaan 
ditanggap, inovasi individu, media dan kondisi kemudahan penggunaan teknologi. 
Sebaliknya, sepuluh lagi faktor penentu secara signifikannya mempengaruhi kepercayaan 
utama. Secara keseluruhan, hasil kajian menunjukkan bahawa model ini memberikan 
penjelasan yang baik terhadap faktor-faktor yang mempengaruhi niat untuk 
menggunakan dan penggunaan sebenar perkhidmatan pemasaran telefon mudah alih. 
Seperti yang diramalkan, penguraian kepercayaan utama memberikan faktor-faktor lebih 
spesifik yang mempengaruhi gelagat. Berdasarkan dapatan, implikasi teori dan praktikal 
kajian serta batasan dan cadangan untuk kajian pada masa hadapan juga dibincangkan. 
 
Kata Kunci: Penguraian Teori Gelagat Terancang, Perkhidmatan pemasaran telefon 
mudah alih, Penerimaan, Risiko ditanggap, Penggunaan sebenar. 
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CHAPTER 1  
INTRODUCTION 
1.1 Background of the Study 
 The worldwide mobile phone users are recorded as 3 billion marked in late 2007, 
more than 4 billion in 2008 and is now expected to cross 5.5 billion by the end of 2013. 
Over the past years, the bulk of growth in the worldwide users‟ base is expected to 
continue to come from the Asia Pacific Region, Africa, the Middle East and Latin 
America (Worldwide Mobile Market, 2009). Moreover, mobile phones have become 
important and inseparable part of everyday life for a majority of people in developed 
countries who carry it with them every time and every where (Smura, Kivi, & Toyli, 
2009). According to Hanley and Becker (2008) mobile phone is rapidly becoming one of 
the most influential mediums for marketing ever since the introduction of the internet. 
The mobile phone is an important communication channel used everyday by billions 
around the world and it has proved to become a dominant channel for marketing as well 
(Braiterman & Becker, 2007). 
 The impact of mobile phone technologies has now become undeniable in our 
daily lives (Balasubramanian, Peterson, & Jarvenpaa, 2002) whereby it leads to 
increasing the accessibility, frequency and speed of communication. The development of 
the internet and wireless telecommunications in the late 1990s has created the way for an 
increasing use of data services for the mobile phone user and one of the prospective areas 
The contents of 
the thesis is for 
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